Satellite channels play an important role on building a connection among people with the same nationality who live in different parts of the world. The primary question is on how to serve various people with appropriate programs. In this paper, we present an empirical study among 310 audiences of satellite channels. The results show that the demographic characteristics of the audiences including age, gender, and education significantly influence the level of gratification with the satellite channels. From the cognitive perspective, they consider the satellite channels as tools for increasing their knowledge and from an emotional perspective; they consider these channels as enjoyable, entertaining and interesting.
Introduction
Due to fast advances, the lives of men have undergone several radical changes. One of these critical changes is the appearance of highly modern media. The media have changed so dramatically during the recent decades that one can hardly doubt their roles in human society. Presently, we live in a society, which seems highly media oriented and that the media atmosphere experiences highly radical changes. In the age of globalization, we quickly are aware of media services. This awareness leads us influence these changes on our lives. An important question may be raised with regard to the daily advancement of the media about the effects of these components on the human society and their audiences. That is, are we subjected to give an omnipotent role to the media and accept the perspectives of some experts who believe that the media not only transfer knowledge but also they tell us what knowledge is; not only determine our perspectives toward the world, but also tell us what kind of world exist (Holmes, 2005) .
On the other hand, some experts believe that the media do not play important role and the audiences accept the media according to their own social, familial, and situational context and can resist the communicative messages. These perspectives are highly important especially in terms of the newly developed media such as satellite and the internet. Satellite is one of the most eye-catching realizations of technological developments in media and communication. It is so vital that some experts have nominated the current era the satellite age. They believe that there is going to be a new version of society in which satellite governs. They believe that the satellite technology because of its expansion, attractiveness, and interesting invitation to the equality of cultures and behaviors dramatically affects human beings.
Nowadays, governmental supervision has decreased to some extent the access to satellite programs. The audience is the key element where the message is sent to and it is their interests, which determine the intake or rejection of the message. Communication planners, who imagine that if they aim at the audiences, they will gain success, actually make a big mistake. One of the key aspects of this mistake is that they consider the audiences as collective communicator; that is, one who is sufficiently motivated to use the media. Communicative planners, on the other hand, should look for the audiences who are willing to have effective communication; that is, willing to have a common strong desire to use media. Another model, which is important in studying the media audiences is to determine the tastes, and cultural patterns of the audiences. That is, they study the audiences in terms of the media and cultural patterns, which have shaped them, what social identity do they follow, and to what extent these identities are permanent. That is, it is impossible to communicate with the audiences without knowing their characteristics, effectively.
The active audience, nowadays, uses the media according to his/her needs, expectations and his/her own social and psychological backgrounds. That is, he/she selects the media and so the media influences him/her and this in its turn affects his/her future use of the media. Since the audiences select the media, they have to compete with one another in a way that they have to change their content, format and potential expectations so that adapt themselves to the weeds and expectations of the audience. According to the changes have been made in the perspectives associated with the media audience and the shift in experts' perspectives in terms of passive and active audience, knowing audience from different perspectives may be considered so critical with regard to technological boost and media competition. With regard to satellite televisions in general and Persian channels in particular, the audience is seldom asked to express his own idea. The research at hand tries to provide the audience with such an opportunity.
The general purposes of the study are to investigate the reasons of the audience for using the Persian satellite channels and to gain a better understanding of the audience. The specific purposes are to determine -The relationship between emotional needs of the audience and their tendencies to use the Persian satellite channels, -The relationship between cognitive needs of the audience and their tendencies to use the Persian satellite channels, -The relationship between social needs of the audience and their tendencies to use the Persian satellite channels, -The relationship between personal identity needs of the audience and their tendencies to use the Persian satellite channels, -The relationship between the demographic characteristics of the audience and their media uses of the Persian satellite channels.
Research questions
-What are the most important needs of the audiences to use the Persian satellite channels?
-Do the demographic characteristics of the audiences affect their media use of the Persian satellite channels?
Research hypotheses
-There is a relationship between emotional needs of the audience and their tendencies to use the Persian satellite channels. -There is a relationship between cognitive needs of the audience and their tendencies to use the Persian satellite channels. -There is a relationship between social needs of the audience and their tendencies to use the Persian satellite channels. -There is a relationship between personal identity needs of the audience and their tendencies to use the Persian satellite channels. -The search for media needs is different among different age groups.
-The search for media needs is different among different genders.
-The search for media needs is different among people with different educational background.
Theoretical framework of the study
The study at hand incorporates media use and gratification model as its theoretical framework. This is related to what people ask the media and do with their content. This model assumes that the audiences are actively engaged in finding the content, which provides them with utmost gratification. The degree of this gratification depends on the needs and interests of the audiences (Blumler & Karz, 1974) .
This was a reflection toward a communist view, which considered the audiences as passive and affected by the governing media. According to more recent view, people are active and can select and use the media (Ferguson & Perse, 2000) . The bases for this model are the gratification of the basic psychological and social needs. This is the route for media competition. The gratification may come from watching a soap opera or facing the social domains of the media. Bryant and Zillmann (1994) show the effect of personality types in selecting television programs; he believes that impatient audiences select exciting programs while stressed ones choose relaxing programs. A program may satisfy different needs among different people (Charndler, 1994) . One selects the content of media for one's own gratification. The audience is not manipulated by the media; however, he/she uses the media to achieve his purpose (Baran & Davis, 2000) . This theory primarily believes that the audiences are prepared for media impacts; however in a more recent version this model is used to describe the audiences who are more sensitive to the audience message (Kim & Rubin, 1997) . The basics of this theory are as follow:
-The audience is active, it means that he has his own purpose and motivation -The audience decides to use a special kind of media to satisfy his own needs and expectations -The audience is influenced by his own psychological and social conditions -The audience knows well why they are using media and their own purposes and motives Among the available researches in terms of the media use and gratification, the research at hand incorporates the one presented by Blumler and Katz (1974) . This model attempts to identify the motives of the audiences in terms of watching Persian satellite channels. According to this model, the influential variables are divided into two groups: one dealing with the needs and motives of using satellite channels and the second one the demographic variables such as gender, age and education.
The concept of audience
The word "audience" has several definitions and one can hardly find an agreed definition of it. The researchers of the field tend to consider the audience as one who voluntarily selects a medium. In some countries, the audience of television is defined as the one in a room with a television set. However, in some other countries, one is called audience when one considers himself a member of the audiences. The applied researches are dealing with the question that what the audiences do while watching televisions. Some experts believe that despite several studies have been conducted on television audiences, we do not have a deep understanding of them; since it is difficult to define, attract and keep the audiences (Jeffery, 1994).
There are many ways to classify the audiences of a TV. From a perspective, they can be categorized as a commune, products or agents. In a model, which considers audiences as a commune, a huge number of people considered to be temporally and spatially separated, act automatically, and do not know each other. The only common characteristic is to be the audiences of media. The question of this model is what media do these people use? In a model, which considers audiences and products, one thinks of people as creatures who act on the basis of media. This model reflects the power of media to negatively influence people. The main question of this model is what media do with people? In the last model, people are considered as ones who select the media freely. The main question is that what people do with the media? The advocates of this perspective believe that the reflections of audiences are determined by social and cultural factors. However, there are some studies, which do not completely lend themselves to these three models and considered to follow the variants of them. In a different classification, audiences are considered as active and passive.
Classification of the audiences of media into passive and active is very important in media studies. A theory considers audience as a passive receiver but the other one considers them as active receivers. Adams believes the tendency of people to turn on their televisions without considering the program is an example of passive receivers. The theory of active audience does not accept the idea that audiences decide to watch a program without knowing it. The theory believes that the action is based on gratification (Adams, 2000) . The theory of use and gratification is based on active audience. The activity shows the volunteer and selective behavior of audience and refers to the motives of the audience to use media. In sum, one can say that different perspectives to audience are actually different assumptions about activity. Some studies do not accept the dichotomy and consider audience somewhere in between and put forward a mixed model such as limited influences perspective. Katz et al. (1974) believe that the use of media is shaped by similar expectations, which reflect what content predicts what audience (Lin, 1999) . When discussing activity, some experts believe that active use of media as a moderating variable may affect their impacts (Kim & Rubin, 1997) . In this study, the following assumptions are made according to use and gratification perspective: -The audiences of media have different goals and expectations while using them.
-
The communicative behavior consists of the selection and use of media based on purpose and certain motives. This approach tries to suggest a framework for determining when and how the consumers are active and what results are gained through their activity. It also tries to identify their motives and goals of using television programs as the signs of their needs and tendencies.
Previous studies on media use and gratification
Most studies done in Iran paid attention to television rather than its audiences; however, the studies done abroad mostly dedicated themselves to the audience rather than the television itself. In a study, Garamons discussed the role of motives and believed that the role of motives in the impacts of media is not always direct and the audiences' activity plays an important moderating role. Selective encounter is not considered as a facilitative factor of the activity, according to this study (Kim & Rubin, 1997) . Another study uses the media use and gratification framework to discover the patterns of news media among a college in Washington. According to Vincent and Basil (1997) , the use of news media affects students' socialization. This confirms the theory of media use and gratification in that there is a correlation between gratification and the use of media. In a study developed by Cremer and Green (1999) according to the media use and gratification, the role of personality in individual preferences and the use of media violent content was studied. The study showed that there was a positive relationship between the tendency to excitement and the use of violent program and dangerous behaviors.The studies show that the gratification of the audience can be a result of being exposed to media, their content, and the social context. Another study on English and American audiences, showed that they watch television when there is nothing else to do and there is no tendency toward watching a special channel or program. Their involvement in television is relatively low and most people watch it for entertainment (Jeffery, 1994) . The results of the study on watching cable television are in contrast to the findings of the Jeffery's research. It showed that the audiences are more active compared with those of ordinary television channels. Two third of audiences' time is spent watching unwanted programs and they mostly spend watching ordinary television channels (Jeffery, 1994).
Uses and Gratifications Perspective
The uses and gratifications theory is concerned with the way people use media in general, and television in particular. The objectives of uses and gratifications theory are (a) to explain how people use media to gratify their needs, (b) to understand motives for media behavior, and (c) to identify the functions or consequences that stem from needs, motives and behavior . One of the main assumptions of the uses and gratifications perspective is that media selection and use is purposive and motivated and that people take the initiative in selecting and using communication vehicles to satisfy felt needs and desires (Downing et al., 1990) . Overall, the fact that consumers use media and specifically television purposefully in order to satisfy certain needs has long been supported by the uses and gratifications theory. The key concept of the uses and gratifications perspective is that the choices people make when consuming media are motivated by their desire to gratify a range of needs. This approach involves certain assumptions: (i) the audience is active; (ii) the audience makes motivated choices, based on previous experience with the media and (iii) media use is only one way amongst other to satisfy needs, which are experienced in everyday life. The needs the audience seeks to gratify while using media and in particular television, are: surveillance, personal identity, personal relationships and finally diversion. Surveillance suggests that the viewers inform themselves about something by using media. Surveillance for the viewers could be further defined as: finding out about events around them and the world in general so as to be aware of their surrounding environment, seeking advice for decision making as well out of curiosity or general interest, and finally learning in order to educate themselves or to feel secure by acquiring knowledge Personal identity refers to the "reinforcement of personal values", i.e. justification of behaviour.
The viewers may watch a program in order to compare themselves with the characters or real people shown on television, using them as positive or negative role models integration and social interaction means that audiences are watching the lifestyle and state of affairs of other people in order to "gain a sense of belonging". This 'sense of belonging' can be broken into two categories: First, viewers are able to place themselves in a specific social and economical context, either by comparison with different groups or by identification with their own. Second, viewers are able to discuss with other viewers on what they watched on television, and thus they could be able to place themselves in a community of viewers and to interact socially with others. Finally, diversion refers to using media either as a form of escapism from real life situations or as a means to cultural gratification and entertainment. On one hand, this means that viewers are bored or anxious and need a distraction to passively take their mind of things and relax, or "ritualized release" to actively divert themselves. (Martinez, 1992) .
Based on the above evidences, it can be inferred that in relation to interactive TV applications, people will actively opt for and use the applications that best fulfill the needs that TV catered for.
This approach has mainly contributed towards a better description: (i) of audience behavior; and (ii) of different kinds of content in terms of audience appeal notwithstanding a number of limitations of this approach have also been reported. First, it overemphasizes the "activity" of the audience, principally in the face of evidence showing where people have little selectivity and mostly rely on habitual and unthinking activities. Secondly, it has been argued that this approach is rather insensitive to media content itself largely ignoring the textual and cultural specifics of media content (MC Quail, 1998) . Nonetheless, uses and gratification perspective becomes more valid as technology moves into an electronic information age. Advantages in media technology have allowed the audience to be more in control of the media, and since this approach is based on the concept of an active audience, it is especially appropriate for studying new communication technologies. The current Digital TV environment provides interactivity and therefore gives the audience the chance to be even more active and selective than before.
Method
The study at hand is a descriptive study, which surveys and gathers data through a questionnaire developed by the researchers. The population of this study is all the citizens of Qaemshahr who are 16 years old or above and watches Persian satellite channels. The unit of study in this research is individual, that is, the ones who have experienced watching Persian satellite channels. The conditions of membership in the population of the study is having the receiver equipments at home and watching it at home. This study has relied on nonrandomized sampling. The sample size is calculated to be 375 participants. After gathering the questionnaires, 310 questionnaires were found appropriate for further analysis. After calculating the reliability, which found to be .86 based on Cronbach's procedure and validity indices of the questionnaire, it was compared to those of the previous studies. The research is hence enjoys the face and content validity. The results were analyzed using SPSS using both descriptive and inferential procedures.
Results
The demographic analysis of the study shows that 49.7% of population is female and 50.3% is male. Moreover, most participants are under 22 years old and only 2.3% of them are older than 42. In terms of education, 55.8% is graduate students and 13.9% is postgraduate students
The analysis of first hypothesis
There is a relationship between emotional needs of the audience and their tendencies to use the Persian satellite channels.
Table 1
The results of the analysis related to the first hypothesis As it is shown in Table 1 , the calculated mean (3.61) is significantly different from the theoretical mean, since the observed t score in p<0.05 is larger than the critical value of 1.64; we can judge that the audiences watch the channels to satisfy their entertainment needs.
The analysis of second hypothesis
There is a relationship between cognitive needs of the audience and their tendencies to use the Persian satellite channels.
As it is shown Table 2 , there is a difference between the observed mean and the theoretical mean. The t-test shows that the difference is significant. The observed t score 17.28 is larger than the critical value at p<0.05 and it is safe to judge that the audience use the channels for finding cognitive information. 
The analysis of third hypothesis
There is a relationship between social needs of the audience and their tendencies to use the Persian satellite channels. As it is shown in Table 3 , the observed mean score 3.10 is significantly different from that of theoretical mean. The t-test shows the difference, as the observed t score 2.44 is larger than the critical value. It can be concluded that the audience tend to watch the channels to satisfy their social needs.
The analysis of fourth hypothesis
There is a relationship between personal identity needs of the audience and their tendencies to use the Persian satellite channels. As it is reflected on the table above, the observed mean score 3.17 is significantly different from the theoretical mean. The t-test shows that the difference is statistically significant, since the observed value 3.29 is larger than the critical value 1.64 at p<0.05 level. It can be said that the audiences use the channels to satisfy their identical needs. As it is shown in Table 5 , the highest mean is related to the second question that is satisfying the cognitive information needs and the least one is related to the third question that is satisfying social needs.
The descriptive ranking of media use

The analyses of moderating variables (demographic variables)
The search for media needs is different among different genders. As it is shown in Table 6 , the descriptive analysis shows that women use media more than men in terms of all needs except entertainment. In order to testify the difference t-test analysis is used. As it is shown in the table above, the differences are significant in p<0.05 level. That is, the gender of the audiences affects the media use.
The analysis of age variable
The search for media needs is different among different age groups. Table 8 shows summary of our clustering. As it is reflected in Table 9 , the descriptive analyses of the date shows that the audience who are less than 22 years old have higher average media use in comparison with other age groups in order to testify the difference t-test is used.
As it is shown in Table 9 , the differences are significant in p<0.05 level. It can be judged that the age affects media use. 
The analysis of education variable
The search for media needs is different among different audiences with different educational background. According to the above descriptive analysis, the audiences who have college diploma use media more in comparison with other groups. The graduate students mostly use media for entertainment. In order to testify the observed differences t-test is used. As it is shown in Table 11 , all the differences are significant at p< .05 level. That is educational level affects media use.
Conclusion
The main question of the research was to identify the main needs of the audiences of the Persian satellite channels. In order to answer the question media use and gratification model have been used. According to this model, the audiences try to satisfy their needs and affect the media through their activities. The results show that the audiences tend to use the satellite channels to satisfy their media needs and use it for different purposes. This study testifies the role of motives in media use. The study finds that the audiences tend use the media based on cognitive and learning needs, entertainment, gaining identity, and social needs. That is, the participants tend to approximately lend themselves to active audience model. The results show that the demographic variable affect the media use.
